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When the Kowloon-Canton Railway(KCR) was incorporated 
in 1983, its interests were well protected by the 
government. No bus routes were allowed to open to directly 
compete with the railway. 
However, since 1983, the social, political and 
economic changes in Hong Kong have been drastic, seriously 
affecting the competitive edge of KCR. People are more 
critical about the quality of services provided by public 
transportation. The government is under pressure to 
gradually remove the protection for the Kowloon-Canton 
Railway Corporation (KCRC)• Bus companies are operating 
air-conditioned buses to compete with the railway. The road 
network has been improved so that the travelling time 
between the New Territories and the Kowloon urban area by 
bus has been reduced a lot. Under these unfavourable 
conditions, KCRC has no choice but to devise suitable 
competitive strategies to retain its declining advantage. 
In 七his project report, the environmental and internal 
factors are analyzed with a view to identifying the areas 
that KCRC should improve, and formulating strategies and 
tactics that can reinforce its competitive edge. Primary 
and secondary data are collected in the research process. 
A questionnaire is designed to study the customers' 
perceptions and needs concerning the railway service. 
• • • 1 1 1 
Finally it is hoped that the report can be useful for the 
management of KCRC to make better business decisions. 
/ 
iv 
TABLE OF CONTENTS 
ABSTRACT ii 
TABLE OF CONTENTS iv 
LIST OF ILLUSTRATIONS vi 
LIST OF TABLES vii 
ACKNOWLEDGEMENT viii 
Chapter 
I. BACKGROUND AND STATEMENT OF THE PROBLEM 1 
A History of the KCR 1 
A New Era for KCR 3 
The Market Profile 4 
The Evolution of Open Competition 9 
Social Changes 9 
Economic Changes 10 
Political Changes 10 
Declining Competitive Advantage 11 
The Business Problem 12 
Market Segmentation 12 
Peak Hour Services 14 
Non-peak Hour Services 14 
Aims of the Project 15 
II. RELATED LITERATURE： CRITIQUE AND BIBLIOGRAPHY. 17 
Related Literature 17 
Fare 1*7 
Services and Facilities 19 
Overall Image 2 2 
Bibliography 25 
III. METHODOLOGY 27 
Exploratory Research 27 
Data Collection 28 
Secondary Data 28 
Primary Data 2 9 
Questionnaire 29 
Sampling Design 29 
Information Sought 31 
Pretest and Revision 32 
Data Compilation and Analysis 32 
V 
IV. FINDINGS.. 33 
The Secondary Research 3 3 
Market Share of the KCR 3 3 
The Peak-hour and Non-peak-hour Segments.. 3 4 
Attitudes of Passengers in the 3 6 
Peak-hour Segment 
The Primary Research 37 
Demographics of Respondents 37 
Travelling Habits in the 38 
Non-peak-hour Segment 
Criteria in the Non-peak-hour Market 4 3 
Awareness of Places in the NT 45 
Consideration of Using KCR in 47 
Leisure Time 
Conclusion 49 
V. SUMMARY AND IMPLICATIONS 52 
Summary 52 
The Competitive Forces 52 
Alert to Changes 54 
Recoininendation 54 
A Positioning of the Corporation 54 
The Objectives 55 
Focusing on the Non-peak-hour Segment 56 
Differentiation in the Peak-hour Segment.. 57 
Recommended Strategies 57 
Strategies for the Non-peak-hour Market.., 58 
Strategies for the Peak-hour Market 60 
Long-term Strategies 63 
Appendix 
A. Questionnaire for KCR Non-peak-hour 
Passenger Attitude Survey (English Version) 
B. Questionnaire for KCR Non-peak-hour 
Passenger Attitude Survey (Chinese Version) 
C. Summary Tables for KCR Non-peak-hour 
Passenger Attitude Survey 
vi 
LIST OF ILLUSTRATIONS 
Figure 
1 Main Line of KCR 5 
2 KCR Passenger-trips 1983-1990 6 
3 KCR Operating Revenue 1983-1990 7 
4 KCR Revenue/Patronage Growth 1984-1990 8 
5 Market Share among KCR, KMB and 13 
MTR 1980-1991 
6 Hourly Boarding Passengers of a 35 
Typical Weekday 
vii 
LIST OF TABLES 
Table ) 
1 Population of Hong Kong by Area from 2 
1961 to 1991 
2 Population Density of District Board 2 
1981, 198 6 and 1991 
3 KCR Passenger-trips from 1983 to 1990 6 
4 KCR Operating Revenue from 1983 to 1990. . .. 7 
5 KCR Market Share among the Mass 13 
Transportation Modes in Kowloon, 
1980 - 1991 
6 A Comparison of Fares among KCR, KMB 18 
and MTR (1991 fare level) 
7 Mean Scores of Impression of KCR, MTR 24 
and KMB 
8 Daily Boarding Passengers and Loading 35 
per Hour 
« • • Vlll 
ACKNOWLEDGEMENT 
I would like to take this chance to thank Dr. Holbert 
for his guidance and advices given to me during the course 
of this project. I would also express my gratitude to Ms. 
K.Y. Fok for her generous assistance in providing 
information to me. 
Last but not least, I have to thank my wife for her 




BACKGROUND AND STATEMENT OF THE PROBLEM 
A History of the KCR 
The Kowloon-Canton Railway ( ) is the oldest 
railway in Hong Kong. It was founded in 1910, symbolizing 
a linkage between the Colony and the Chinese mainland. It 
started from Tsimshatsui in Kowloon and ended at Guangzhou. 
Only a portion of thirty—four kilometres out of the total 
length of one hundred and eighty-two kilometres of track 
was in Hong Kong. KCR was a single-track railway with 
steam-driven locomotives running infrequently. The 
passengers were mainly travellers to and from Guangzhou and 
nearby south China counties. The population in the New 
Territories (NT) was so low at that time that nobody could 
imagine that train services would run at such a high 
frequency as nowadays. 
After several decades, the population and economy of 
Hong Kong have changed drastically. The population of Hong 
Kong has increased from 3.1 million in 1961 to 5.7 million 
in 1991. The change in population size and population 










































































































































































































































































































































































































The cross-border service became less heavy than the 
domestic services. The economy of Hong Kong had been 
transformed from agriculture-oriented to commerce-oriented 
and industry-oriented. The population grew massively and 
moved gradually from the highly dense urban areas, to the 
new towns in the NT. 
In Table 2, the population densities by district board 
areas for the year 1981 and 1986 are shown. It is 
significant that about 2 0 percent of the whole population 
lived within the districts through where the KCR ran in 
1986. The growing demand of domestic services could no 
longer be met by the slow old-fashioned KCR. In 1983, it 
was converted into a commercial corporation in conjunction 
with the commissioning of a substantial upgrading of the 
railway system - the electrification project. 
A New Era for KCR 
In February 1983, the Kowloon-Canton Railway 
Corporation (‘KCRC‘) commenced its business officially. It 
is separated from the government bureaucracy but is wholly 
owned by the government. Operating as a commercial entity 
with financial independence, it is given a great degree of 
freedom to make business decisions and earn profits from 
its business. 
As a result of the $2.56 billion Electrification 
Project, the railway has been double-tracked to run 
frequent train services. Electric trains of large capacity 
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and with air-conditioned compartments running at nearly 
double the speed of steam-driven locomotives have been 
purchased. The number of railway stations has been 
increased from nine in the 1960's to thirteen since 1988. 
Figure 1 illustrates the location of the stations on the 
main line of KCR. They are all designed to handle large 
passenger flows. These changes give KCRC plenty of room to 
handle substantial passenger flow to cope with the growth 
of population in the NT. 
Nowadays KCRC is transporting nearly 500,000 
passenger-journeys per day. The operating revenue 
generated from passenger services increased from $145 
million in 1983 to about $992 million in 1989. The sales 
volume in terms of passenger-trips is exhibited in Table 3, 
whereas the revenue and profit of KCR are shown in Table 4. 
The Market Profile 
In 1990, the KCR carried an average of 490,000 
passengers a day. Among them 415,000 are domestic 
travellers, and the remaining 75,000 travel to cross the 
border daily. Domestic travellers means those people who 
travel between Kowloon and Sheung Shui within the territory 
of Hong Kong, though it is just about 300 square kilometres 
large. Despite this 5.5 times patronage ratio between the 
two markets, both of them generate nearly the same amount 
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TABLE 3 
KCR Pas senge r - t r i p s f rom 1983 to 1990 
Passenger— t r i ps Popula t ion 
Year Total (million) Daily ( '000) Growth Growth 
1983 132 — 
1984 79 215 63% 8% 
1985 102 279 30% 8% 
1986 114 313 12% 8% 
1987 135 369 18% 8% 
1988 153 417 13% 8% 
1989 171 469 12% 8% 
1990 1791 491 8% 
Remark : Popula t ion growth is the average annual growth of the per iod 
f r om 1981 to 1990 
Fig.2 KCRC Passenger-trips 
1983-1990 
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TABLE 4 
KCR Opera t ing Revenue f rom 1983 to 1990 
Revenue Growth Rate Profit 
Year ($mill ion) (percent) ($mil l ion) 
1983 145 - - 1 6 8 
1984 317 119% - 6 5 
1985 482 52% 55 
1986 573 19% 117 
1987 738 29% 276 
1988 910 23% 325 
1989 992 9% 285 
199 0 11381 15% I 205 
Note: Profits obta ined f rom proper ty deve lopmen t for the years start ing 1988 
have not been included. 
Fig.3 KCR Operat ing Revenue 
1983 - 1990 
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of revenue for KCRC. This is attributed to the large 
premium for the Lo Wu tickets. 
In this study, we concentrate on the domestic market 
of KCR, which dedicates itself to the lives of many Hong 
Kong citizens, and presents the principal challenge in the 
realm of marketing. 
The Evolution of Open Competition 
At the beginning, when KCRC was incorporated, it was 
government policy to protect KCRC against other 
competitors. Like other franchised companies in Hong Kong, 
KCRC enjoyed privileges in monopolising the railway 
services. Bus routes were restricted from running in 
parallel with the railway. KCR was in an absolutely 
advantageous position over its competitors. The Lion Rock 
Tunnel and the Tai Po Road were the only two roads linking 
northeast NT and Kowloon. People had limited choices of 
transportation at that time. 
In recent years. Hong Kong has undergone drastic 
changes in its social, economic and political environment. 
All these changes have had considerable impacts on KCRC. 
Social Changes 
The new inhabitants moving into NT in these several 
years are mainly young families whose members are generally 
well educated. Most of the families have children and 
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household incomes which are above average. They need to go 
to work in the urban areas every day. The impact of this 
middle class exerts a large demand on transportation 
utilities which must satisfy their needs: not only bringing 
them to their destinations but also giving comfort, 
convenience and swiftness. Certainly the customers‘ needs 
have changed and are changing, unlike the basic requirement 
of a decade before. KCRC needs to keep track of this moving 
target closely. 
Economic Changes 
As the wealth of society is growing, people have more 
discretionary income. Transportation is no longer a major 
expense to most households, compared with other 
expenditures like housing and food. Business entities are 
trying to make profits from this prosperity. Price 
increases are the most commonly used means to achieve this 
end. Being a monopoly, the price sensitivity of KCR fares 
is relatively low. However, fare increases will be 
perceived to be unfair and receive severe criticism if they 
exceed the inflation rate. 
Political Changes 
The political structure of Hong Kong has been 
transformed from a centralized power structure into a 
district administrative structure. District Boards are set 
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up in all suburban areas in NT to discuss and express views 
on government policies. They monitor and criticize the 
public utilities like KCRC in aspects like fare increases 
and services provided. The government is under pressure to 
remove the protection for KCRC to satisfy the overwhelming 
voices for fair choice and competition. 
Declining Competitive Advantage 
Owing to the environmental changes, KCR is losing much 
of the competitive advantage which it possessed before. The 
major rival in the domestic market, Kowloon Motor Bus 
(‘KMB‘), is expanding and upgrading its fleet of buses. 
More and more, new air-conditioned high horsepower jumbo 
buses have been put into service. The road network linking 
Kowloon and northeast NT is improving. The ever-congested 
Lion Rock Tunnel is just history after the opening of the 
Shing Mun Tunnel and the Tate's Cairn Tunnel in 1990 and 
1 9 9 1 respectively. Under these favourable conditions, KMB 
is permitted to run new express bus routes to compete head-
on with the KCR. Households of above average income are 
even more able to buy and drive their own cars for 
commuting between NT and Kowloon. This creates further 
competition to the KCR. 
Unlike KMB, KCR is very limited in largely enhancing 
its advantages because huge capital investment will be 
inevitable in upgrading its electric—train fleets and other 
infrastructure. 
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Table 5 exhibits the market share of KCR, KMB and the 
Mass Transit Railway ('MTR'- Hong Kong's underground), the 
three major land transports in Kowloon and NT. 
The Business Problem 
Given the worsening market position, KCR faces the 
basic business problem of how to improve its competitive 
edge in the domestic market. The market share of KCR has 
been stagnant over the past few years. The real operating 
profit is flattening, taking inflation into account. The 
growth of patronage in comparison to the population growth 
in the region also reveals a slowdown as shown in Table 3. 
It is of utmost importance for management to seek out means 
of stimulating business and further growth. 
To analyze the problem, the market segments of the 
domestic transportation market may be looked at by time of 
usage. 
Market Segmentation 
In addition to segmenting the market geographically, 
demographically, psychographically, etc., it is vital to 
look at the matter behaviourallv： the segments of 
passengers travelling in peak hours and non-peak hours. KCR 
provides homogeneous services to every passenger travelling 
on the fixed railway line, but logic suggests that these 




KCR Market Share among Kowloon Mass Transportation , 1980 - 1991 
Passenger-trips (thousand) Market Share 
Year MTR KCR KMB — MTR KCR KMB 
1980 167,533 19,341 911,657 15.3% 1.8% 83.0% 
1981 222,914 17,123 933,025 19.0% 1.5% 79.5% 
1982 351,082 22,215 940,396 26.7% 1.7% 71.6% 
1983 411,955 48,110 981,823 28.6% 3.3% 68.1% 
1984 410,556 79,973 1,069,322 26.3% 5.1% 68.6% 
1985 462,894 103,270 1,079,045 28.1% 6.3% 65.6% 
1986 532,074 115,866 1,108,286 30.3% 6.6% 63.1% 
1987 592,912 136,352 1,088,363 32.6% 7.5% 59.9% 
1988 629,857 154,615 1,081,832 33.7% 8.3% 58.0% 
1989 687,598 173,094 973,886 37.5% 9.4% 53.1% 
1990 719,111 181,077 965,858 38.5% 9.7% 51.8% 
#1991 I 349,2781 93,181 485,8781 37.6% | 10.0%| 52.3% 
# The figures in 1991 only contain Jan.-Jun. statistics. 
Fig.5 Market Share a m o n g KCR, KM已 & MTR 
1980 - 1991 
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behaviour. KCRC is faced with different problems in these 
segments. 
Peak Hour Services 
Peak hours are defined here as the 'rush hours' from 
seven to nine in the morning, and from five to seven in the 
evening on weekdays from Monday to Friday. The 
characteristics of this segment are high volume and time 
consciousness. Passengers are mainly commuters who take the 
train services to travel to work or school in the morning 
peak and go back home in the evening peak. The railway is 
now operating to its full capacity during these periods. 
Indeed, it is nearly saturated in the penetration of 
this segment by its present capacity. To further penetrate 
would mean a substantial capital investment on the order of 
a billion dollars; this would need a cost—benefit analysis 
which is beyond the scope of this study. But regardless of 
what it does, as a consequence of the improved road 
transportation, there is a threat of losing patronage to 
KMB if KCR cannot maintain the satisfaction of passengers. 
The ways of maintaining the loyalty of passengers will be 
a concern of this project. 
Non-peak Hour Services 
Non-peak hours are the remaining periods other than 
the specified peak hours weekdays, plus the whole of 
15 
Saturdays, Sundays and public holidays. This segment has 
not been tapped, and patronage is generally low except 
during festivals. Passengers mainly take trains to get to 
social functions and entertainment. They are not as time-
conscious as the peak-hour users, and probably demand a 
more comfortable journey than do commuters. 
Recognizing that the demand for non-peak services is 
lower than that of peak services, KCRC runs trains less 
frequently for this segment. This is not only a saving of 
cost but also offers time for the maintenance of trains. In 
terms of productivity, this service is not as efficient as 
peak hour service. It is believed that marketing can do 
much to increase the patronage of this segment. 
Aims of the Project 
The objectives of this project are as follows: 
1. To study passengers' attitudes towards using KCRC 
services in the two segments. 
2 • To determine the demographics of the passengers in the 
two segments. 
3. To find out the factors that can maintain the loyalty 
of passengers in the peak-hour-service segment. 
4 • To explore the attributes that can capture more 
patronage in the non-peak-hour-service segment. 
5. From the above results, to formulate strategies and 
tactics that can maintain the market share of the 
16 
peak-hour segment and increase that of the non-peak-
hour segment of KCR. 
17 
CHAPTER II 
RELATED LITERATURE: CRITIQUE AND BIBLIOGRAPHY 
Related Literature 
There have been and are many TV and radio programmes, 
newspaper articles and journal reports evaluating the 
performance of the public utilities in Hong Kong, including 
KCRC. They serve as the tools for monitoring the public 
utilities by the public media. 
Besides these external sources, the internal materials 
of KCRC, which record the opinions of passengers, are also 
vital as background material. It is these to which 
reference is mainly made in this Chapter. 
Fare 
The average fare increase of KCR per annum is about 
the inflation rate of that year. Fares are revised in May 
or April. Every time after an increase there is an initial 
dip in patronage. 
In 1990, an average rise of 10 percent in KCR fares 
was recorded. A fare revision impact study was carried out 
by KCRC to assess the response of passengers and the effect 
on patronage in the next three months. The study revealed 
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that drops of 4 percent in domestic patronage and 15 
percent in international patronage were encountered in that 
three-month period. Commuters living in Shatin and Tai Po 
had moderate reactions to the fare increase. KCR services 
seemed to have a relatively lower price elasticity of 
demand to this group of users than to the border-crossing 
passengers. It was also found that about 54 percent of 
domestic passengers felt that KCR service represented a 
good value for money, whereas the figure for international 
passengers was lower: 34 percent. From this, it can be seen 
that the commuters, who are time-conscious, think that KCR 
fares are reasonable. 
A comparison among the fares of KCR, the public buses 
(KMB) and the underground railway (MTR) of comparable 
distance per trip is shown in Table 6. 
Table 6 A Comparison of Fares among KCR, KMB and MTR 
(1990 Fare Level) 
Routes KCR KMB MTR 
(Length of railway) (for comparable trip distance) 
Shatin to Kowloon $4.00 $2.60 $5*50 
(10 Km) (Tsimshatsui to 
Mei Foo) 
Tai Po to Kowloon $5.50 $4.70 $6.00 
(20 Km) $7.50* (Tsimshatsui to Tsuen Wan) 
Sheung Shui to $6.50 $5.80 $7.50 
Kowloon (32 Km) (Tsuen Wan to Chai Wan) 
* Air-conditioned bus fare 
It can be seen that KCR fares are in between that of 
MTR and KMB. However, KCR is the cheapest when taking the 
19 
air-conditioned buses of KMB into account. It is 
interesting to note from the 1991 KCR Passenger Attitude 
and Profile Survey that 54 percent of people felt that the 
fare levels of KCR are high, in comparison with a 
percentage of 48 percent in 1989, and 27 percent in 1986. 
This is quite an 'unfair' view (i.e., inaccurate 
perception) of KCR when contrasted with the actual fares. 
Perhaps this is because the previous fare levels of KCR 
were low, and people cannot accept its present rise. 
Another reason may be they do not perceive that KCR 
services offer good value for money. 
Services and Facilities 
The services and facilities are the most vulnerable 
areas for criticism by the public. In many newspapers, 
people write letters of complaint about they perceive as 
poor services. 
Criticisms are made on nearly everything. Complaints 
like ,train compartments are dirty', 'escalators at 
stations are too slow', 'the announcements of train drivers 
are not good,, 'the responsiveness to incidents is low', 
etc., are common. 
They even give adverse comments on some policies of 
the Corporation. For instance, the energy saving policy 
requires train drivers to drive at a lower speed while 
still sticking to the timetable. This is a change from the 
bad driving habits of most train drivers who often 
1 着 潘 中 文 大 舉 趣 摊 戴 塞 - I 
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accelerate to unnecessary high speed and brake excessively 
when entering platforms. The policy can not only cut down 
on electricity bills, but also keeps the brakes for a 
longer lifetime. However, a complaint letter was sent to 
the South China Morning Post that the 'KCRC bosses put 
profits before passengers'. They related the experience of 
long waiting time at platforms with the energy saving 
policy. They thought that KCRC sacrificed passengers‘ 
convenience to cut operating costs. 
The Corporation has been trying to give the public an 
impression of an open and ‘listening' style. The Passenger 
Liaison Group (PLG) was thus formed. Groups of passengers 
are selected to participate voluntarily at bi-monthly PLG 
meetings when they are free to express their views on any 
aspects. Their questions will be replied to by the 
officials of the Corporation. Below, some references are 
made to the PLG Newsletter of 15 October 1991: 
1. Cleanliness of train compartments 
The PLG thought that prosecution inside train 
compartments against hawking, smoking and eating 
should be strengthened. Courtesy and cleanliness 
campaigns should be launched to promote civic 
education. 
2. Services like public announcements, frequency and 
ticketing 
The PLG commented that the announcements of train 
drivers should be improved in respect to phrases, 
pronunciation, tone, and bilingual speech. 
21 
They felt that frequency of trains in peak hours 
is high enough, but that in non-peak hours it is still 
too low. The hours of service should also be 
lengthened every day. 
Many of the ticketing counters are idle in the 
stations. The PLG thought that those idle counters can 
be used for handling faulty tickets. The coin changing 
machines are often out of order. 
3. Facilities at stations and inside train compartments 
In the issue of removing seats to increase 
standing space, the PLG gave no definite coinment. Some 
participants were for this policy because the carrying 
capacity can be increased. However, some long—distance 
passengers objected to reducing the number of seats. 
The PLG remarked that the air•—conditioning on 
trains is not good, and blamed this on the fact that 
the maintenance was not doing well. 
More entrance/exit gateways are required by the 
PLG in most stations. Additional escalators and 
staircases should be installed at some stations. The 
basic designs of the Mongkok, Sheung Shui and Fo Tan 
Station were commented on negatively by the PLG. 
The attitude of passengers appears to be consistent 
with the results of the 1991 KCR Passenger Attitude and 
Profile Survey. The opinions on the station facilities were 
that 41 percent of respondents felt that escalators are 
insufficient. Signage and entry/exit gates follows with 
about one-fourth of people being dissatisfied with them. 
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Dissatisfaction was surprisingly high in the frequency 
of train service. 33 percent of respondents were not happy 
about the long waiting time before boarding, and 2 6 percent 
of them felt that train frequency is low. In fact, KCR now 
maintains an average frequency of three minutes durini^ peak 
hours, and five and a half minutes in non-peak times. 
Inside train compartments, the on-board announcements and 
ventilation were the two items which need improvement. They 
showed 24 percent and 21 percent in dissatisfaction 
respectively. 
Overall Iinacfe 
For any public utility which enjoys franchised 
operation of business, a good corporate image is mandatory. 
A positive example is the Mass Transit Railway Corporation 
(MTRC) which operates the underground railway. A negative 
example is the China Motor Bus Co. Ltd. (CMB) which 
operates the public buses on Hong Kong Island. The CMB is 
facing the threat of deregulation of bus routes because of 
its well-known outdated management style and poor services. 
People like to compare similar utilities: such as KMB 
with CMB, KCR with MTR. The writer believes that it is 
unfair to compare every aspect of the two railways since 
they are operating in different environmental settings 
which inherently limit the KCR in changing physically. For 
example, KCR has to worry about many above-ground 
conditions (bad weather and noise pollution, etc.) that MTR 
23 
does not need to do so. Regarding management, KCR has 
improved a lot in evolving from an old government 
department into a commercial entity. The problems of human 
resources, though, are hard to change, but the writer 
believes that they have been largely overcome by the KCRC 
management in the past few years. 
A comparison of the KCR against MTR and KMB has been 
carried out in the 1991 KCR Passenger Attitude and Profile 
Survey. Respondents were asked to rate a number of 
attributes of the three transportation modes. It was found 
that KCR was rated lower than MTR by the respondents in 
every aspect except in comfort and crowdedness. The gap was 
relatively large in respect to speed, frequency and 
punctuality of trains. 
When compared with the its major competitor, KMB, KCR 
scores quite favourably and only loses in fare, crowdedness 
and direct. In many other aspects like speed, frequency, 
punctuality, safety and comfort, KCR scores higher. The 
results of this , impression, survey are suminairised below in 
Table 7. 
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Table 7 Mean Scores of Impressions of KCR, MTR, KMB 
Impression MTR KCR KMB 
Speedy 8 . 0 
Frequent service 7 . 8 6.8 5.2 
Punctual 7 . 0 
Safe 7.5 6.0 
Reliable 7 . 5 6.0 
Convenient 7 . 2 7 .1 6. 5 
Direct 
Comfortable 
Good staff service attitude 6 . 6 6 . 4 5 . 5 
Reasonable fare 5 . 3 5 . 3 6 .1 
Less crowded | 4 . 2 | 4 . 4 [4.8 
Note : 10 is maximum and 1 is minimum. 
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To address the issues of the business problems facing 
KCRC, marketing research was conducted. The research 
process included the steps of problem formulation, 
determination of research design, data collection method 
design, sample design, data collection, data analysis, data 
interpretation and research report. In Chapter I, the 
research problems are defined. In this chapter, a framework 
of steps taken was outlined. In Chapter IV and V, the 
findings and analyses were presented and, finally, followed 
by the recommendations in the last chapter. 
Exploratory Research 
The problems as defined in Chapter I suggested a 
exploratory research. Through this research design, the 
insights and ideas into the problems can be gained. The 
study can help to clarify marketing problems, such as in 
the study of different characteristics for different 
segments and the notion of customer satisfaction. This can 




Both secondary data and primary data were collected in 
this study. Secondary data were sought for suggesting 
；•‘ 
directions for primary research and providing useful data 
for the study. In the primary data, demographic and 
psychological characteiristics of passengers were examined. 
Secondary Data 
There are two sources of secondary data which provide 
valuable references to the study, namely, the census 
reports by government agencies and the internal reports of 
KCRC. 
The by-census reports compiled by the Census and 
Statistics Department, Hong Kong Government are referred to 
in figuring out the socioeconomic characteristics of the 
population of northeastern NT. The monthly traffic 
statistical digests by the Transport Department, Hong Kong 
Government were consulted to evaluate the market position 
of KCRC and its change in the past several years. 
Internal reports like the corporation annual reports 
of KCRC, statistical data of passenger flows consolidated 
by time and by stations can provide a perspective of the 
operating and financial status. By referring to the 
marketing surveys commissioned in the past, most of the 
information like passengers' demographics and their 
travelling behaviour can be found. 
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Our secondary data research revealed a great deal of 
information about the attributes and demographics of the 
peak-hour segment. The past survey reports commissioned by 
the Corporation were the major sources of information of 
the peak-hour passengers. 
Primary Data 
Under this notion, the techniques of marketing survey 
are applied. Information which secondary data cannot 
provide or be applicable was sought. The attitude and 
buying motivation of the potential passengers in the non-
peak-hour-service segment were studied. 
Questionnaire 
The questionnaire survey is the most commonly applied 
method for collecting primary data. In this study, a 
specially designed questionnaire (as attached in Appendices 
A and B) has been employed to study what cannot be gathered 
from the secondary data. 
A structured questionnaire was used in this survey. 
Sampling Design 
The universe of this survey was defined as all 
potential incremental KCR passengers: those who might not 
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have travelling experience on KCR, in the non-peak market 
particularly on Saturday, Sunday and public holidays. 
The sampling frame was divided geographically into 
three areas, namely, northeastern NT where KCR serves; 
Kowloon with other parts of N T ; and Hong Kong Island. The 
survey was conducted in the community areas like shopping 
centres (the New Town Plaza in Shatin and the City Plaza in 
T a i k o o s h i n g ) , parks (the Shatin Central Park and the 
Kowloon Park), and college canteens (the New Asia College 
and the University of Hong Kong ) . 
Quota sampling was adopted. The sample size of the 
survey was 120 respondents dividing into 8 groups. Each 
group was composed of 15 samples that had attributes in 
d i f f e r e n t combinations. 
The original quota looked like this: 
Commuter Non-commuter Total 
Men (41+) 15 
M e n (15-40) 15 30 
Women (41+) 15 15 30 
Women (15-40) 15 15 30 
Total 丨 60 I 60 120 
Actually, the number of interviews obtained were: 
Commuter Non-commuter Total 
Men (41+) 1 1 25 
M e n (15-40) 27 ^ 
Women (41+) 9 11 20 
Women (15-40) 14 16 30 
Total 64 I 61 125 
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Information Sought 
In addition to demographic data, questions were asked 
about activities and travelling behaviour. 
Activities in leisure time 
The purpose of asking the desired activities of 
respondents was to understand the latent needs of potential 
passengers in the non-peak market. Three kinds of 
activities —一 qoinq to picnics in country parks, 
entertaining outside and shoppincf, and playing sports --
were believed to be the main travelling purposes of the 
passengers on Saturdays, Sundays and public holidays. Their 
knowledge of the places of interest that can be located in 
NT was tested. The questionnaire also tried to find out the 
reason why the respondents do not take KCR for that 
activity. Finally, the frequency of travelling with the 
whole family was asked. 
Travellincf behaviours and buvinq decisions 
Travelling of respondents during different periods of 
the non-peak hours on weekdays were separately studied. The 
areas included: 
1. Frequency of travel; 
2. Purpose of journey; 
3. Frequency of travelling on KCR; 
4. Reason for not taking KCR more often; 
5. Perceived fare discount to attract patronage; and 
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6. Criteria of selecting a transportation mode during 
peak and non-peak hours. 
Pretest and Revision of Questionnaire 
A preliminary version of the questionnaire was worked 
out for pretest. A small pilot sample of about twenty-
respondents was taken to pretest it. 
After a lot of rephrasing, reordering, splitting and 
combination, a revised version of the questionnaire was 
completed and taken for field survey. 
Data Compilation and Analysis 
All the questions involved fixed alternatives, and the 
alternatives were pre-coded. Raw data were tabulated and 
input into computer for compilation. Data analyses like 
tabulations, sorting and percentage calculations, etc. were 
carried out. The data were also cross-tabulated to reveal 
the relation between travelling behaviours and other 
characteristics. The findings have been summarised in table 




The Secondary Research 
Secondary data provide information on the present 
market share of KCRC in the peak-hour segment, the 
travelling habits, and buying decisions of commuters, which 
are supplementary to the primary research (v.i.). 
Market Share of the KCR 
According to the results of the KCR Passenger Attitude 
and Profile Survey 1991 (PAPS 1991), the percentage of 
frequent KCR passengers aged 15 or above was 14 percent 
which is more or less the same as the 13 percent in 1989. 
However, the number of infrecruent passengers has decreased. 
Residents in the catchment areas (Shatin, Tai Po, Fanling 
and Sheung Shui) take KCR less frequently than in 1989. 
Only 52 percent of them take it a七 least one day a week 
compared with 61 percent in 1989. 
Among the various modes of transportation used in 
combination by commuters living in the catchment areas, the 
most popular one is KMB, where 55 percent of commuters use 
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it daily, followed by KCR (44 percent) and MTR (17 
percent).^ 
It is worth noting that on their trips only 8 percent 
of the commuters in the catchment areas utilize the free 
feeder bus service provided by the KCR. 
Obviously the major competitor of KCR is KMB. It was 
also found in the PAPS 1991 that 37 percent of commuters 
take public buses without using the KCR altogether. The KMB 
was perceived to be a more direct means of transportation 
than KCR. A majority of KCR commuters need to change for 
other feeder legs in their journeys. 
The Peak-hour and Non-peak-hour Segments 
The peak-hour market segment is mainly composed of the 
commuters who go to work and school in the morning peak 
(from 7: OOam to 9:00am) and back to home in the evening 
(from 5: OOpm to 7:00pin) . The double peaks in a day are 
illustrated in Figure 6. The data were obtained from the 
monthly reports by KCRC‘s Automatic Fare Collection system. 
The monthly average of hourly boarding passengers in 
a typical day is plotted. It can be noted that the morning 
peak occurs at 8:OOam with a patronage of 52,000 whereas 
the evening peak reaches 45,000 passengers at 6:OOpm. The 
trough in between the two peaks has an average of just 
24,000 passengers per hour. 
^Some respondents cited more than one mode. 
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Table 8 Daily Boarding Passengers and Loading per hour 
Hours Boarding passengers loading per hour* 
5:00am - 7:00am — 79! 4% 2% 
7:00am - 9:00am 99740 21% 
9:00am - 5:00pm 186752 39% 5% 
5:00pm — 7:00pm 86284 18% 9% 
7:00pm - midnight 87818 18% 4% 一 
Total 480773 100% 
*Percent of all passengers carried in time-period divided by the number of hours 
in that period. For example, the loading of the period 5:00am-7:OOam is 
4% / 2 hours = 2% per hour 
Figure 6 Hourly Boarding Passengers of a typical weekday 
60 I 
50 - 图 
• 
5:00 7:00 9:00 11:00 13:00 15:00 17:00 19:00 21:00 23:00 
6:00 8:00 10:00 12:00 14:00 16:00 18:00 20:00 22:00 24:00 
hour 
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A consolidated highlight of the proportions of 
patronage in different time periods and their loading in 
the KCR system is shown in Table 8. The peak-hour segment 
roughly accounts for 40 percent of the patronage. 
Within the 19 hours of service per day, about 10 
percent of the daily total are being transported in the 
system in every hour of the peak periods. On the other 
hand, just 5 percent of the daily total is using KCR in the 
troughs per hour. In other words, the load on the system in 
the peak-hour segment is twice as that in the non-peak-hour 
segment. It also implies that the demand for KCR resources 
and services in the peak hours is twice that of the non-
peak. 
Attitudes of Passengers in the Peak-hour Segment 
According to the PAPS 1991, it was found that a 
majority of the passengers of the peak-hour segment are 
students and workers. 
'Convenience,, 'direct routes' and ,speed, are the 
three major criteria for choosing a means of transportation 
by the commuters. The reasons for not taking KCR trains by 
the commuters in the catchment areas were 'indirect routes' 
and ,inconvenience'. These points have been further 
verified by the primary research carried out in this study. 
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The Primary Research 
The survey gathered insights into the key objectives 
as elaborated in Chapter III and information which was not 
available in the secondary research. To recapitulate, 
information in the following areas has been studied: 
1. Travelling habits of people in the non-peak hours; 
2. Buying decision of people in the same period; 
3. Awareness of people about the places in NT for 
activities in their leisure time, particularly, about 
o country parks and historic places for picnic, 
o large shopping centres where people can entertain 
and shop, 
o sports clubs; and 
4. Considerations of people for taking KCR to NT in their 
leisure time. 
All the results after compilation and tabulation are 
presented in the summary tables as attached in Appendix C. 
Demographics of Respondents 
A total of 125 respondents were interviewed in this 
survey. The demographics of the respondents are categorized 
in five respects. (See also P.30) 
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Residential district 
This was not controlled in the sampling method but it 
happened that equal proportions of samples lived in the NT, 
Kowloon and Hong Kong Island, but none in the outlying 
islands. Among the residents of NT, 27 percent are living 
in the catchment areas. To avoid unnecessary confusion in 
data interpretation, the category of 'outlying islands' was 
discarded in the analysis. 
[Summary Table 1] 
Age 
Only people above 14 are interviewed. The majoirity of 
respondents (40 percent) were in the age group from 21 to 
40. Only 8 percent of interviewees were above the age of 
6 0 . 
[Summary Table 2] 
Occupation 
Students and white collars, which generally include 
all the people working in an office environment, have 
mostly been interviewed, being 28 percent and 36 percent of 
the sample respectively. By contrast, non-working people, 
including housewives, the unemployed and retired persons, 
was 10 percent. 
[Summary Table 3] 
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Family size 
More than half of the respondents' families (56 
percent) were of medium size, 3 to 5 members. Small 
families of 1 to 2 members followed (31 percent)• The 
family size was considered in the study because this gives 
the modal size of a basic travelling family on Saturdays, 
Sundays and public holidays. 
[Summary Table 4] 
Gender 
Male and female respondents were in a ratio of six to 
four. 
[Summary Table 5] 
Travelling Habits in the Non-peak-hour Segment 
‘ 
Between 9:OOam and 5:OOpm from Monday to Friday 
It was found that students were the most frequent 
travellers in this time period. White collars and blue 
collars showed two modes in their habits. The percentage of 
these classes travelling 5 days a week and that which never 
travelled were about the same. This surely depends on their 
working hours and the job nature of the respondents. The 
non—working group were infrequent travellers in this time 
period. 
[Summary Table 7] 
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More than half of the travellers did so for school or 
work (64 percent) • Only a very low percentage of them (9 
percent) were looking for entertainment. 
[Summary Table 8] 
KCR was quite popularly used by the travellers in this 
time period. 44 percent used the KCR every time they 
travelled. 
[Summary Table 9] 
KCR users travelled mostly for work and school (52 
percent) . This was in line with the general behaviour of 
the travellers within this period. 
[Summary Table 10] 
After 7:QOpm from Monday to Friday 
Self-employed were found to be the most active and 
outgoing group in this time period. In the other extreme, 
the non-working people were most dormant and up to 77 
percent said they never went out after 7: OOpm. White 
collars, students and blue collars showed average 
behaviour. 
[Summary Table 11] 
The purposes of the trips after 7:OOpm varied much 
more than those in the time period between 9: OOam and 
5:OOpm. Most people responded with the answer of 
'Entertainment, but was not as overwhelming as 'To and from 
work or school' in the daytime trough. 
[Summary Table 12] 
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The usage of KCR in this period was found to be 
slightly lower (30 percent used KCR every time and 21 
percent used it sometimes) than that between 9:00am and 
5:OOpm. This agreed with Table 8 that the loading per hour 
was 4 percent compared with that of the latter (5 percent). 
[Summary Table 9] 
There was no dominating purpose in the trips of KCR 
users. Unlike the general travellers who mostly sought 
entertainment, only 29 percent of KCR passengers travelled 
for this aim. Many of them were infrequent passengers who 
just occasionally used KCR to find fun. 
[Summary Table 10] 
Saturdays, Sundays and public holidays 
98 percent of people said they would go out on 
Saturdays, Sundays, and holidays. 
[Summary Table 13] 
The mot popular activity during these days was 
entertainment (67 percent). Next came visiting friends or 
relatives (16 percent)• The percentage of people going to 
play sports and picnic was surprisingly low (3 to 5 
percent)• 
[Summary Table 14] 
The usage of KCR dropped slightly as compared with 
that in weekdays. Only 7 percent used KCR every time on 
holidays, vs. 30 to 44 percent could not avoid riding on 
trains during weekdays. This was because in holidays people 
had more discretionary time. Contrariwise, those who seldom 
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took KCR during weekdays used KCR more frequently in 
holidays. In fact, the potential market (97 percent) for 
KCR on Saturday, Sunday and public holidays was 
significantly larger than its counterpart during weekdays 
(75 percent after 7:00pm and 76 percent between 9:00pm and 
5:OOpm). 
[Summary Table 15] 
Like all general travellers on Saturdays, Sundays and 
public holidays, KCR passengers travelled mainly for 
entertainment:. However, fewer people went shopping by 
taking KCR trains and nobody took KCR for sports. This 
showed that not many people recognized KCR could carry them 
for shopping and playing sports. They would choose other 
means instead. 'Visiting others' was the second major 
reason for using KCR. 
[Summary Table 16] 
It is usually family day on weekends and holidays. 
People do not need to work but enjoy family activities like 
going on picnic or visiting friends together. 2 6 percent 
who often went out with the whole family might take KCR 
trains in a family group. Among these families, many of 
them were of medium size of 3 to 5 members. However, more 
people (46 percent) were travelling on KCR not accompanied 
by their family. They might travel alone or with friends. 
This might reflect that KCR was more preferred by 
passengers not in family group than family travellers. 
[Summary Table 17] 
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Cominuters ‘ choice in the non-peak-hour segment 
During the non-peak periods, the commuters still 
needed KCR. Mot of them could not avoid taking KCR in the 
weekdays, and on Saturdays, Sundays and public holidays. 
However, the percentage of commuters sticking to KCR in the 
non-peak periods dropped sharply: 75 percent from 9:OOam to 
5:OOpm, 52 percent after 7:00pm, and 15 percent in 
holidays. They became less loyal when they were not bound 
to time constraints as in the peak hours. 
The non-commuters did not rely on KCR in the three 
non-peak periods. However, they became flexible in taking 
KCR on Saturday, Sunday and public holidays. About 36 
percent said they would sometimes use it. It was 
interesting that the commuters tended to avoid KCR whilst 
the non-commuters did not mind trying it in holidays. 
[Summary Table 18] 
Criteria in the Non-peak-hour market 
A comparison with the peak-hour seament 
The three most important criteria for selecting a 
transportation mode in both non-peak-hour and peak-hour 
segments were compared. 
[Summary Tables 19 and 20] 
All travellers in both segments valued speed, 
convenience and direct route of transportation. Fare was 
less important to the non-peak travellers than it was to 
the peak. Comfort, a rather subjectively measured 
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dimension, was also desired by both kinds of travellers. 
All these factors could motivate patronage. They are 
recognized as the competitive advantages in the transport 
industry. 
Surprisingly, 'Safety' and 'Reliability' were not 
included in the three most important criteria. People were 
not aware of safety and reliability off their mind but 
would react vigorously if they found a transportation mode 
was not safe and reliable. Therefore, safety and 
reliability were 'hygiene' factors which would discourage 
passengers when they were absent. 
Reasons for not taking KCR 
Respondents were asked about their choice under the 
condition that KCR and other means could reach the places 
they wanted to go to. Those who did not take KCR every time 
were asked to give reasons. 
During the non-peak hours from Monday to Friday, about 
half of the people (49 percent) did not choose KCR because 
of indirect route. 24 percent would drive their cars 
without fear of traffic jams. Even if the fare of KCR were 
cheaper, 82 percent would not consider it at all. 
Therefore, fare discounts do not appear to be a way to make 
people sacrifice their convenience and comfort. The demand 
on KCR is very price inelastic since only 13 percent would 
‘ be attracted by an 11 to 30 percent discount. 
[Summary Tables 21 and 22] 
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‘Indirect route, was again the major reason (38 
percent) for rejecting KCR on Saturdays, Sundays and public 
holidays. People thought that KCR was less convenient than 
it was during the non-peak hours of the weekdays (14 
percent compared with 7 percent). 65 percent of people did 
not consider switching to KCR by a fare deduction. Only an 
addition of 24 percent of patronage could be gained by a 
discount of 11 to 30 percent. This non-peak market demand 
was again price inelastic. 
[Summary Tables 2 3 and 24] 
Awareness of places in the NT 
To arouse the awareness of places of interest in the 
NT had considerable effect in promoting the patronage of 
KCR. A high awareness level would mean high potential of 
taking KCR. The awareness level was analyzed by residential 
districts and age groups. 
Overall, the awareness level of places for picnics was 
about 40 percent. The general awareness of places for 
entertainment and shopping in the NT was low (19 percent). 
[Summary Tables 25, 26 and 27] 
Categorization bv residential district 
People living in the NT were found to have better 
awareness of the places for picnic, shopping and sports 
than people living outside. The awareness level (percentage 
of respondents who could recall three places or more) of 
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people in Kowloon and Hong Kong Island varied from 36 
percent to zero percent. The reasons might be that they 
were not familiar with the places outside their own 
districts and there were relatively fewer attractions in 
the NT which could draw their attention. 
[Summary Tables 25, 2 6 and 27] 
Catecfor ization by acre group 
Comparing awareness among age groups, young people 
(those up to 40) knew very well about the country parks 
(more than 50 percent knew three places or more) • The 
awareness of older citizens (41 +) was lower. It was 
probably because younger people are more active and 
outgoing. The general awareness of shopping centres 
appeared to be quite even for all age groups whilst that of 
sports club varied from 14 percent (people of age between 
21 and 40) to nil (people above 60)• 
[Summary Tables 28, 2 9 and 30] 
Knowledge on the routes to places in the NT 
About three-fourths of people were very sure that KCR 
could not reach some of the places they quoted but one-
fourth were not certain. Among the people who were in 
doubt, 41 percent lived on Hong Kong Island and 36 percent 
were non-commuters. This revealed that they knew little 
about travelling in the NT. They might keep on going to the 
places with which they were familiar by the usual means of 
47 
transportation. They might be restrained from trying the 
KCR and going to somewhere new to them. 
[Summary Tables 31 and 32] 
Consideration of Using KCR in Leisure Time 
In the following analysis, the usage level of KCR was 
compared among people living in different districts and of 
different ages. 
Usage of KCR for picnic, entertainment, shopping and sports 
72 percent of people would be willing to take KCR 
trains to entertain and go shopping whereas slightly more 
than half of the people would take KCR to go to picnic (52 
percent) and play sports (57 percent). These results did 
not resemble the awareness level for the same activities. 
People perceived that there were more country parks in some 
other parts of the NT than in the catchment areas where the 
KCR could reach. Therefore, they decided not to use the KCR 
to go to picnic as frequently as for entertainment and 
shopping. It was also because most residents of the 
catchment areas could go to the places by buses or public 
light buses instead of the KCR. 
A breakdown of the usage level by residential 
districts sheds light on who would be the most potential 
passengers for KCR during holidays. The residents of Hong 
Kong Island were most willing to take KCR to the NT. 70 to 
8 6 percent of them would use KCR for mainly entertainment 
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and shopping. Residents of Kowloon came next with a usage 
level from 46 to 73 percent. People in other parts of the 
NT were of lowest potential to KCR. 
[Summary Table 33] 
Another breakdown by age group showed that people 
below 41 intended to use KCR more often in holidays. Their 
usage levels ranged from 44 to 87 percent. The usage levels 
of the older age group were between 2 0 and 63 percent. 
Therefore, the young people were more likely to use KCR 
when they knew the places. 
[Summary Table 34] 
Methods of attractinq infrequent passengers in leisure time 
For testing the effectiveness of the four methods, 
those people who were not sure that KCR could reach the 
places quoted were asked to give reasons again. 
2 5 percent did not know that they could take KCR to 
where they wanted to go. 38 percent preferred other means 
of transportation, and 31 percent insisted of driving their 
own cars. Among those who took other means of 
transportation, 84 percent thought that KCR was less 
direct. 
[Summary Tables 35 and 36] 
Overall, if people knew the good places or that free 
feeder bus service was provided, they would more readily 
take KCR (except for car owners)• Fare consideration ranked 
only the third, whilst giving away coupons had least 
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effect. Both of these monetary benefits were not appealing 
to the infrequent KCR holiday riders. 
[Summary Table 37] 
Conclusion 
In the KCR catchment area 44 percent use KCR every 
day, and a total of 52 percent use it at least once a week. 
This latter 1991 figure compares with 61 percent in 1989. 
The peak-hour and non-peak-hour segments contribute 
the same share of 39 percent to the KCR. However, the 
demand of the peak-hour segment is concentrated within the 
four hours whereas that of the non-peak-hour segment 
spreads over a longer period. To maintain the loyalty of 
the commuters in the peak hours becomes the most important 
task because of its weight in the total turnover. The non-
peak-hour segment has potential since it is unexploited. It 
is expected that this segment can generate more revenue. 
In the peak hours, people value the attributes of 
convenience, direct routes and speed. The criticism of the 
KCR by peak-hour travellers is mostly that it is indirect 
and inconvenient. 
The non-peak hours can be sub - divided into three 
periods: from 9:00am to 5:OOpm and after 7:OOpm in the 
weekdays as well as Saturdays, Sundays and public holidays. 
Within the period from 9:00ain to 5: OOpm during 
weekdays, most of the travellers are students. Acceptance 
of the KCR is quite high. In another time period after 
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7:00pm, the self-employed people are the most active 
travellers. The KCR passengers have more variations in 
their purposes. The acceptance of the KCR in this period is 
lower than in the former period. 
On Saturdays, Sundays and public holidays, about two-
thirds of people go out for entertainment. People who take 
KCR during weekdays for school or work do not like to use 
it on these days. However, those who seldom take the trains 
during weekdays accept the KCR more in holidays. The 
potential of this particular segment is therefore very 
high. 
The commuters try to avoid KCR in the non-peak period. 
On the contrary, the non-commuters are more readily to 
choose it. This gives some light that the target customers 
in the non-peak period should be the non-cominuters. 
The mentality of a peak-hour and a non-peak-hour 
traveller are very similar. They all value speed, 
convenience and direct routes. Safety and reliability are 
often overlooked by the travellers. 
People do not choose KCR in the non-peak hours mostly 
because KCR cannot reach the places they want to go to and 
they need to change with other transportation modes. 
Three specific activities, namely, going to picnics, 
going for entertainment and shopping, and playing sports, 
have been cited to the respondents. People know quite well 
about the places for picnic in the NT but their knowledge 
on shopping centres and sports clubs is little. The places 
in the catchment areas where KCR can reach are not well 
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known to the people in the non-catchment areas. No 
particular trend is observed in the awareness by ages. 
The information for travelling around the NT is scarce 
to about one-fourth of people. This is unfavourable to the 
KCR, as uninformed travellers would choose alternative 
means of transportation. 
People living on Hong Kong Island are the most 
potential non-peak passengers of the KCR for entertainment 
and shopping in the NT. Younger people are also more 
willing to travel on the KCR in the holidays. 
In order to attract more passengers, information about 
touring, shopping, enteirtaining and places of interests in 
the catchment areas is very essential, because 90 percent 
of people who lack such information are willing to take the 
KCR. Free feeder bus service is also effective in 
compensating for the impression of indirectness and 
inconvenience. Fare reductions do not work well because 
many people do not compromise convenience for saving money. 
Coupon-giving is least attractive. 
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CHAPTER V 
SUMMARY AND IMPLICATIONS 
Summary 
The Competitive Forces 
The five competitive forces facing any firm include 
direct competitors within the industry, potential entrants, 
sellers, buyers and cross-industry competition from close 
substitutes. Of course, the influence of the government on 
all these forces can never be overlooked.^ 
In the case of KCRC, the forces of direct competitors, 
potential entrants and sellers are very favourable to the 
firm. This is because KCRC has a monopoly in running the 
railway in the northeastern NT. The main seller, which is 
the power company, cannot erode the profitability of the 
KCRC since the electricity charge is under governmental 
control. The threats of many other suppliers (for example, 
of the materials required for running the railway) can also 
igee Porter, Michael E., The Free Press Competitive 
Strategy: Techniques for Analvzincf Industries——and 
Competitors. New York, 1980. 
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be lessened if the buying policy is managed well. The 
remaining forces which are not favouring the KCRC are the 
buyers, the close substitutes and the government. 
The buyers 
The buyers of the services of the KCRC are rational 
and open to alternatives. Information for making their 
choice is easily available. It has been found that most of 
their dissatisfaction with the KCR is inconvenience and 
indirect routes which are not counteracted effectively by 
the KCRC at the moment. This is considered unfavourable to 
the KCRC, because obviously, new routes cannot be added 
like bus routes.•• track and other infrastructure matters 
are complex and expensive, as well as involving long time 
horizon. 
The substitutes 
Competition from the substitutes such as KMB and 
private cars is very keen. These substitutes are perceived 
as possessing the attributes which the KCR does not have: 
directness and flexibility, etc. It is anticipated that the 
competitive advantages of the KCR are declining as 
discussed in Chapter I. More and more passengers will be 
lost, resulting in weakening of profitability. 
Thf^  Government 
The government does not protect the KCRC in all 
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aspects now as it did in the past. If the KMB is allowed to 
open more new express bus routes, the patronage of the KCR 
will probably deteriorate further. 
Alert to Changes 
The dynamic settings of a competitive environment 
should always be monitored. Every change in the dominating 
forces must be forecasted and analyzed carefully in view of 
getting some advantages or avoiding an unfavourable 
positions in the market. The changes will include a change 
of values in the buyers, a move by competitors and the 
possible policy to be enforced by the government. 
Having set up a sound marketing intelligence system, 
the company can make decisions responsively and proactively 
to take any strategic moves to any market signals. It is 
recommended that the KCRC should strengthen its market 
intelligence system within the marketing organisation. 
Recommendation 
A Positioning of the Corporation 
After an examination of the industrial structure in 
which the KCRC exists, the strengths and weaknesses of the 
company need to be matched. The KCRC should be positioned 
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in a tactful way to exploit its advantages and to defend in 
the weak areas. 
As discussed in the previous chapters, the advantages 
of the KCR are speed and comfort. These 'positives' still 
exist but their role as competitive advantages is being 
eroded. A defending position should be taken here and 
weaknesses have to be remedied. 
New marketing opportunities will be explored for the 
untapped market segment. The Corporation may introduce new 
services which are of good potential within its capability 
to enrich the product mix. 
The market has been divided into the segments of peak-
hour and non-peak-hour as defined in the previous chapters. 
It is for marketing development purpose that they should be 
viewed as two different markets in a broad sense. 
The Objectives 
The objectives, both short term and long term, of the 
company policy should be well—defined first. A choice of 
strategy to meet those objectives will then be made. 
In the short term, further growth in the peak-hour 
market is prohibited by the capital required. A stabilizing 
strategy should be taken to counteract the unfavourable 
external and internal factors in order to maintain the 
loyalty of the passengers and thereby the present market 
share. In the non-peak market, niches will be identified to 
attract patronage based on the strength of the company, the 
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needs of the customers and the competitive environment of 
that niche. 
In the long run, the company should look for some 
means to protect its interest in the peak-hour segment. The 
KCRC itself should launch long term investment programmes, 
not only to improve the facilities for present patronage 
but also to expand its capacity to meet the population 
growth and the prosperity of the NT. There should also be 
continuous review of the performance of any new products. 
The strategy should always be adaptable to different stages 
of a product development cycle. 
Focusing on the Non-peak-hour Segment 
The generic strategy suggested to the KCRC in the non-
peak-hour market would be a ‘focus' strategy. As analyzed 
in Chapter TV, the non-peak-hour market can be sub—divided 
into the 'trough' hours from 9:00ain to 5: OOpm; the night 
time after 7:OOpm; and holidays, Saturdays and Sundays. 
The attractiveness of the non-peak hours during 
weekdays is relatively lower than the holidays when nearly 
all people will go out for any purpose and anywhere they 
like. Therefore, the focus would be on the holiday 
travellers. From the survey, it is found that 
entertainment, shopping, visiting others and picnic are 
popular activities in those days. Nobody seems to be 
specializing in a business especially for transporting 
shoppers to shopping centres, swimmers to beaches and 
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hikers to country parks. It is reasonable to design 
strategies which can exploit this market niche. 
Differentiation in the Peak-hour Segment 
As mentioned in Chapter II, people like to compare KCR 
with MTR. It is shown in Table 7 that MTR is believed to be 
superior to KCR in those attributes like speed, frequency 
and punctuality of trains. The KMB is perceived to be more 
direct than the KCR, which is the second consideration of 
travellers in the peak-hour segment. These unfavourable 
perceptions and comparison weaken the competitiveness of 
KCR in the peak-hour segment. Therefore, KCR needs to 
differentiate itself as a efficient peak-hour carrier 
between the NT and the urban area. 
It is recommended to combat by launching a heavy-
advertising campaign and remedying the shortcoming of 'less 
direct' with much effort. 
Recommended Stratecfies 
Two strategies are suggested for the non-peak-hour 
market. One product strategy and one promotional strategy 
are identified for the peak-hour market. 
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Strategies for the Non-peak Market 
‘Service Packages' for Holidays 
This strategy is to introduce a new service concept, 
a ‘service package', to attract holiday travellers. The 
'package' will include the provision of travel information, 
a train ticket (can be a return ticket), feeder buses 
connecting between railway stations and the places of 
interest where necessary, and other additional benefits 
that can be ‘consumed' at those places. 
Information 
Information about the locations of country parks and 
places of interest, occasions of fair held in the community 
and big sales or seasonal price-cuts in major department 
stores in the catchment areas should be published in 
pamphlets or booklets periodically for all passengers and 
n o n - p a s s e n g e r s . They can be distributed in stations, banks 
and supermarkets. The information can suggest good places 
for people to spend their leisure time by using the KCR. 
Pricing 
The price can be charged at premium to cover all the 
additional costs as long as passengers perceive that the 
service package is convenient and they are willing to pay 
more. It should be recalled that the price elasticity of 
the demand is quite low. 
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Advertising 
Advertising has to be heavy for launching this new 
product. Its target audience will be the working public and 
the students. The advertisements may promote that middle-
class city people should enjoy a relaxing day in the 
countryside. Besides, the KCRC can, from time to time, form 
marketing alliance with big shopping centres and department 
stores in the catchment areas and advertise any big sales 
taking place. 
Additional benefits 
In this context, benefits mean coupons or equivalent 
in the case of marketing alliance with department stores. 
They may even be a route map for a particular reservoir or 
hiking path in the countryside which will become a valuable 
reference for people going to those places. 
Cost-saving in Non-peak Hours during Weekdays 
Knowing the market size and the present loading in 
non-peak hours during weekdays, the KCRC should take steps 
to save its operating cost incurred in these periods. For 
example, fewer trains can be operated and less front-line 
staff should be on-duty. A r e - a l l o c a t i o n of resources from 
the low-demand market to some high-demand markets is a 
sensible approach from the economic angle. 
To avoid the criticism of being negligent to the 
public interest, the aforesaid changes should not be made 
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abruptly. Surveys for seeking out the maximum tolerable 
limits of the passengers like the waiting time at platforms 
should be carried out first before the train frequency is 
cut. Alternatively, trains of fewer compartments can be 
operated at the same frequency during non-peak hours. 
Overall speaking, careful studies should be carried out to 
find out the optimal level of resources for the non-peak 
segment. 
At the same time, efforts in public relation are 
required to explain to the government and district boards 
that the cost-saving policy will not degrade the service 
but lessen the pressure of fare increase arising from 
substantial operating costs. 
Strategies for the Peak-hour Market 
Remedying the Weaknesses in Peak Hours 
The main weaknesses in the service of the KCRC as 
perceived by most people are inconvenience and indirect 
routes. To respond to these weaknesses becomes the main 
theme of this strategy. 
Feeder bus services 
A number of free feeder bus routes are now being run 
by the KCR between stations and some densely populated 
communities in several catchment areas. However, only a few 
routes take the passengers to their work places or schools 
after they have left the stations. There is one route 
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linking Mongkok Station and the China Hong Kong Ferry 
Terminal, and another linking Kowloon Station and the 
Tsimshatsui MTR Station. Long queues and congested buses 
are observed during the peak hours proving that these free 
feeder bus services are well accepted. 
The service must be strengthened to cover more areas 
in the urban areas. Suggestions of new route include a 
shuttle service starting from Kowloon Tong Station to go 
around the schools within the Kowloon Tong district for the 
students and one from Mongkok Station to Yaumatei passing 
the heart of the Mongkok district for the working people. 
Co-operation with other complementary transportation 
To run buses across the harbour through the Cross-
harbour Tunnel is somewhat prohibitive due to the present 
congestion level. However, running feeder buses from 
Kowloon Station to the Star Ferry and the Hung Horn Ferry 
Pier may be considered. This is a co-operation with a 
complementary service which is much less crowded than the 
tunnel buses and the MTR, serving as an alternative for 
people going from one side to the other across the harbour. 
Aggressive Promotion Strategies 
Two kinds of promotion strategy should be used 
together to fight back in the peak-hour market. The 
approach would be more aggressive than the company ever 
does. In the real world of business, sometimes it is 
sensible to defend by attacking f i r s t…p r o a c t i v e l y . 
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Exposing competitors‘ weaknesses 
The weaknesses of the KMB and road traffic should be 
exposed by advertising in newspapers or on TV at the right 
time of the day, say, before people go out for work in the 
morning and during the lunch time before they decide how to 
get back home from work. Those major weaknesses of the KMB, 
which are the strong points of KCR, can be demonstrated by 
scenarios such as queuing in a long row, waiting for buses 
on rainy days, being jammed in the middle of a bottleneck, 
crowded bus compartments filled with 'unhealthy smokes' and 
'bad smells' (smoking is still allowed in non—air— 
conditioned buses) and shaking buses making people unable 
to read and feel uncomfortable. 
Sweetening of company's image 
The KCRC has been using this promotional approach of 
selling the company image in the past two years. This 
should be continued but in a more effective way. Since much 
of the population of the NT is younger people, a young, 
energetic and aspiring image should be established. This 
will be consistent with the passenger profile and the 
promotional strategy of the holiday market which is middle-
class young people enjoying their leisure time. 
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Long-term Strategies 
The long-term strategies recommended include the real 
improvement in the KCRC itself and the policy to deal with 
the government. 
On-going Procframine for Improvement of Services and 
Facilities 
The KCRC has been spending a lot of money in upgrading 
its services and facilities. This should be an on-going 
programme since the customers are always changing in their 
taste and preference. 
Improvement of services here means the training and 
development of all the staff, from the front line to the 
management, across the departments of operating functions 
and supporting functions. It will be a very valuable asset 
of the company if a common goal and set of values are 
cultivated and accepted among the staff. 
Areas for improvement in facilities can be found in 
many studies and surveys and will not be elaborated here. 
Lobbying the Government 
Being one of the largest public companies, the KCRC 
possesses a certain degree of influence on the government. 
Having seen how important the role the government is 
playing in the industry, this strategy must be included in 
the long term plan of the KCRC. 
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Capability of running a efficient railway 
The KCRC must demonstrate to the government that it is 
running a efficient railway: a railway that is welcomed by 
the public and is profitable. To reflect profitability is 
very essential because the government is the owner of the 
company. The government will be in favour of KCRC if the 
relation between the government and the management is well 
maintained. 
Barrier to new entrants 
One of the objectives for maintaining good 
relationship with the government is to influence when and 
where necessary. This might include trying to increase the 
barriers (at least not to lower then) to potential entrants 
of substitutes which constitute more competitions. In this 
context, potential entrants include new bus routes running 
between the NT and the urban area as well as the relaxation 




KCR NON-PEAK-HOUR PASSENGER ATTITUDE SURVEY 
(ENGLISH VERSION) 
QUESTIONNAIRE 
KCR NON-PEAK-HOUR PASSENGER ATTITUDE SURVEY 
Date : I M F 
Place: 2 Y 〇 
3 C N 
"Good morning/afternoon, I am a CUHK student conducting a survey 
on the transportation in Hong Kong. I would like to ask you a few 
questions. The data collected is for the academic research of my 
course and will be completely confidential. Thank for your co-
operation. First of all...." 
A . Travelling Behaviour and Buying Decisions 
A1 • How many days a week do you 0 0 to A4 
travel between 9:00am and <1 1 
5:00pm from Monday to Friday? 1-4 2 
5 3 
A2. What is the major purpose of To & from work/school. . . 1 
your trips? (Accept only one Go shopping 2 
answer) For entertainment 3 
Others (specify) 4 
A3. How often do you take KCR Every time 1 
trains in these trips? Sometimes 2 
Seldom 3 
Never 4 
A4. How many days a week do you 0 0 to AlO 
travel after 7:00pm from Monday <1 1 
to Friday? 1-4 2 
5 3 
j 
A5. What is the major purpose of Visit others 1 
your trips? (Accept only one Go shopping 2 
answer) For entertainment 3 
Others (specify) 4 
I a 6 . HOW often do you take KCR Every time 1 
I trains in these trips? Sometimes 2 
I Seldom 3 
Never 4 
I 
I a7 Why don't you take KCR trains KCR cannot reach 0 to AlO 
i • more often? (Ask only if the Use other types of 
1 answers of A3 and A6 are not transportation ^ 
I ,Every t i m e。 Drive my own car 2 
Other (specify) 3 
I 
1' a8. What is the major reason that KCR is more expensive .1 
I you don't prefer KCR? (Accept KCR is less convenient 2 
L l y one answer) KCR is less comfortable, 3 
i 1 KCR IS indirect/ 
i I need to change 4 





A9. How much cheaper that you would Never consider 0 
consider taking KCR trains more percent 1 
often in non-peak hours? Don't know 2 
AlO, How many times per month do you 0 0 to A17 
go out on Saturday, Sunday and < 1 1 
public holidays? 1 to 5 2 
>5 3 
All. What is the main purpose of Go to picnic . . i 
your trips? (Accept one answer Go shopping 2 
only) For entertainment 3 
Playing sports 4 
Visiting others 5 
Others (specify) 6 
A12. How often do you take KCR Every time 1 to A16 
trains when you go out on Sometimes 2 
Saturday, Sunday and public Seldom 3 
holidays? Never 4 
A13. Why don't you take KCR trains KCR cannot reach the 
more often? place I want to go to...0 to A16 
Use other types of 
transportation 1 
Drive my own car 2 
Other (specify) 3 
A14. What is the major reason that KCR is more e x p e n s i v e••• 1 
you don't prefer KCR? (Accept KCR is less convenient. .2 
only one answer) KCR is less comfortable.3 
KCR is indirect/ 
丨 I need to change 4 
Other (specify) 5 
A 1 5 . HOW much cheaper that you would Never consider 0 
consider taking KCR trains more percent 1 
often on Saturday, Sunday and Don,t know 2 
public holidays? 
i i 
A 1 6 . HOW often do you travel with Never 0 
your whole family on Saturday, Seldom 1 
Sunday and public holidays? Sometimes 2 
Often 3 
I A 1 7 . What are your three most 1st 2nd 3rd 
丨 important factors in selecting Speed 1...1...1 
a transportation mode when Reasonable fare � 2 … 2 … 2 
travelling in non-peak hours? Comfort 3...3...3 
I Convenience 4 ... 4 ... 4 
I Frequency 5... 5 ... 5 
I Safety 6...6...6 
丨 Punctuality 7 ... 7 ... 7 
Reliability 8. . .8. . .8 
I Direct 9… 9 . . . 9 




A18. How many days a week do you 0 0 
take KCR trains for work/school <1 1 
during peak hours, i.e. 7:OOam- 1-2 2 
9 : OOam and 5 : OOpin-7 : OOpm, from 3-5 3 
Monday to Friday? (Circle 'C' for 3-5 and 
for other answers) 
A19. What are your three most 1st 2nd 3rd 
important factors in selecting Speed 1... 1... 1 
a transportation mod'e when Reasonable fare. 2... 2... 2 
travelling in peak hours? Comfort 3 ... 3 ... 3 
Convenience 4 ... 4 ... 4 
Frequency 5 ... 5... 5 
Safety 6. . .6. . .6 
Punctuality 7 ... 7 ... 7 
Reliability 8 … 8 … 8 
Direct 9 ... 9 ... 9 
Other (specify) 0 
B. Activities in leisure time 
Bl. Do you like going to country No 0 to B4 
parks and historic places in Yes 1 
leisure time? Don't know 2 
B2. Can you name several such No 0 to B4 
places in NT? Yes 1 
(Put the answers in B3) 
B3. Do you take KCR trains to go No Yes DK 
to ？ 1 0 1 2 
2 0 1 2 
3 — 0 1 2 
i 
B4 • Do you like entertaining No 0 to B7 
outside and shopping in leisure Yes 1 
time? Don't know 2 
B5. Can you name several places for No 0 to B7 
entertainment and shopping in Yes 1 
丨 NT? (Put the answers in B6) 
丨 B6. Do you take KCR trains to go No Yes DK 
； to Q 1 0 1 2 
丨 2 0 1 2 
I 3 0 1 2 
] 
j B 7 . DO you like going to sports No ® to BIO 
clubs in leisure time? Yes j-
Don't know ^ 
B8. Can you name several sports No ° to BIO 
clubs in NT? Yes...: 
(Put the answer in B9) 
I 







B9. Do you take KCR trains to go No Yes DK 
to ？ 1 0 1 2 
2 0 1 2 
3 0 1 2 
BIO. Are you sure that the places No 0 
cannot be reached by KCR when Yes 1 to B13 
you say you don't take KCR 
trains to go there? (Ask if the 
answers in B3, B6 & B9 are not 
all 'Yes') 
Bll. Why don't you go to those Don't know 
placese by KCR trains? KCR can reach 0 to B13 
By other transportation.1 
Drive my own car 2 
Other (specify) 3 
B12 • What is the major reason that KCR is more expensive. •• 1 
you don't prefer KCR trains? KCR is less frequent.... 2 
(Accept only one answer) KCR is less comfortable. 3 
KCR is less direct/ 
need to change 4 
Other (specify) 
B13. Will you consider taking KCR to No Yes DK 
the places where you can spend you know the 




the fare is 
cheaper 0... 1... 2 
(If yes, by percent 





CI. Where do you live? Shatin/Tai Po/Fanling 
(district only) /Sheung Shui 1 
Other parts of NT 2 
Kowloon 3 
Hong Kong Island 4 
Outlying islands 5 
C2. What is your age? 20 or below 1 
(Circle Y for age 40 or below 21-40 《 
and O for age 41 or above) \ 
above 60 4 
I 
！ I 
C3. What is your occupation? Self-employed 1 
Students 2 
White collars 3 
Blue collars 4 
Housewife/ 
Unemployed/retired 5 
C4 • What is your family size? 1 to 2 1 
3 to 5 2 
more than 5 3 
Record sex and circle M for male, F for female. 




KCR NON-PEAK-HOUR PASSENGER ATTITUDE SURVEY 
(CHINESE VERSION) 
竹爲1 ；悠年锋 ” r崎 i f # 务 凌 i I同 肩 簡 
明： i M f 
鬚 公 - 2 丫 ’ 0 
3 C N 
周 題 。 肉 後 巧 X / ^ 卜 着 用 l A ^ J t / 辦 乂 林 。 
多 々 作 。 ^ V u 、 ： 
A . 紙 力 竭 t ； • 足 资 
I 
AL 綱 I 喊 t f ) 一 網 至 ‘ 戍 0 ^ ^ , 
( f 内 多 夕 ^ ： ^ 、 • 上 • ^ ？ 崎 • ， 守 I 
S \ 
h z . 她 絲 辦 么 I 
史肩？ 傷赠 y R ^ 
劣 钱 3 
� J ^ O j 力（>人斗 
m \ ) 
A 3 表 I 水 i i v � 崎 . 在 1 ‘ 
” 、 ^ M J ^ A ^ 斗 
� f , 多 1 久 n 将 * • 夕 焚 z 久 I 
• 立 久 3 
A 5 . 同 办 / l i ^ 夕 M 勾 义 f 目 約 、 欲 楚 7 1 
i j / f 底 ？ 鳴 啊 2 
( / 、 献 " 顿 象 ） ， 氣 珠 3 
…头 ^： 人4 
’ t j 明 ） 
A 6 . I 各 夕 M V 所 , 劝 I 至 A / o 
足 肩 象 路 句 级 約 ‘ 約 • 崎 2 ： 
岁夕？ I 成 3 
為 [ 灰 , f 丨 
A 1 象 务 不 f t 滸 1 揭 义 肩 懷 約 o j j m 
H a , ) 
/ A 8 . - 如 i 碟 义 嚷 I , 冬 乂 务 n ： 
狐 驗 臺 t ？ � H i 欲 场 复 I 
A 
� _ ； ^ 从 5 
制 ) . 
眺 、 h 紀 織 I 敬 偏 、 桃 \ 0 
碑綱吻？、咸冬-f多‘ 巴⑷ 丨 
， ； ^ 绝 及 森 老 恭 多 姻 义 • 外 样 氣 2 
• i l l ？ 
( 
A / a 肩 弓 竭 多 夕 久 
为 v 先 ？ 至 久 久 2 
1 失 至 Z 又 3 
A n _ H ； 好 、 l i ^ 夕 丨 \ 約 又 I 目 句 。 表 梦 / N 氣 巧 ‘ 
‘ 表 心 ; ^ 4 
期 爪 崎 乂 爪 象 得 失 蒋 A 2 
丨” . � 4 H 灰 两 斗 
"J 
A / 3 .為 > ) [魔劝、外 f是辦 I存 { 廣 氣 路 / f 後 0 M l k L 






. > 1 .i ‘ I ‘ 
m . 應 久 i 森 • 、 勾 外 I 同為凡肩氣膨： ^ 
- 力 S名 S O • 叱 1 齐 力 1 2 
- k I 外 对 t 3 
� H i 氣 陶 務 , 这 繳 4 
4 、 
”茨、么：和少人 
麵•斤V夕i ' 屯 ' ^ m e k • 雜 I 2 
多 I用 夂 
A/6. • o 
隊,吸f、雅)展秀】多夕？ 2 
A / ?： I 乎 劝 N t ^ 缚 < 迷 展 / I I 
女 處 工 廣 吟 . 三 乂 均 因 ‘ 寺 理 雾 敬 2 2 2 
A A y ^ A ？ ' 釣 I 3 3 3 
• ^？放 4 4 4 
• 久 S 5 5 
' 洛 1 6 6 6 
P 斗、, 7 7 7 
'对泰 6 5 6 
f ？ ？ 
A / 8 难 I f 街 、 在 m 久 复 • ： ^ 灰 ^ ^ ？ 
• i 收 • 內 a 年 至 ？ " 夕 焚 Z 人 I 
、約反千斗3 崎）竭梦 …至•^久 2 
鋒 繞 咖 ？ � i i t 足 3 纵 f 私 
同屯系Z氣還得、、C; 
/ W ? • 東 繁 、 t 崎 周 樹 辑 支 • ‘敬 I I I 
、 灼 人 肩 H 遵 勾 級 ^ ^ m s . 2 2 2 
4應？ 。尉 3 3 3 
视 4 4 4 
6 6 6 
-序, 7 7 7 
� 8 (3 6 
• 錄 ？ 7 ？ 
^ • t i ^ � 至 到 郑 • 不 委 氣 
灼 i \ % J K k ) f 礅身也 I 
Z 
3 2 . 小 1 � 场 悉 剩 为 数 l ^ t ’不考>入 o A M 
数<句光勺？ .碍少入 I 
B 3 小 I n , 錢 又 相 一 … ？ I ) 0 I 2 
T ) 0 I 2 
5 ) 0 / 2 
8 4 . I專氣竭吟簡 l^/i；^ 夕R •；f為 n 1,67 
•；f招也 2 
8 5 . J t ^ ^ ^ A y h O A S ? 
‘ 敫 灼 也 t ? ？ • 玛 少 人 I 
> 
a 湖 m < , 卜 购 ： 
86.欢vl泰换;^命到、�…？ � /) 0 / 2 
• 力 0 1 2 




8 7 . 浙 、 里 閱 崎 簡 l ^ l J I I •外為象 0 ± 3 1 0 
•外輕1 2 • 
B S I 谓 悉 礼 出 / i 約 ； ^ 残 ^ ^ ^ . T f 、 边 少 义 0 t B l o 
細 ） 
• 仍 . 轰 處 到-…？ • 0___ 0 I 5 
•力 0 / 2 
• 3 ) 0 / 2 
B / 0 . 剛 杯 I v i f L i 抓 ; 免 6 
6/1.斤驾足,又為对處义\是 赫 我 ： 
稱 凡 展 氣 麵 t ？ •外梦遭/^廣钱錄0至斯 
叙 , 其 l i 久 I 
• 專 、 後 2 
3 / 2 领 v ^ 、 抵 用 又 孳 約 主 考 展 因 均為廣餘麵二 
A i M ^ J L ? ‘ 魄 抓 I 
敏 - 顺 ； • 班 久 叱 抆 夕 2 
‘ I 教 減 I 3 
4 七 叛 竭 務 , 哉 译 4 
‘ \ 答 称 減 尤 她 
‘ 其 t i 乂 幽 � G 入 5 
f u明 ） 
B / 3 . 力 V l 尋 老 又 卑 恭 均 
( 不肩）奶 o r 树 ) 
•/！^、辦遭浙啓於衣知 0 / 2 
‘肩 t A复應教巴收粉 0 / 之 
存 0 I a 
(劣,,,讀一巴 
外 务 遗 ) 
。 絕 f ^ X ^ f 象 竭 确 0 / 2 
• m ； 
I 
I 
c . 乂 i l人杳巧 ( 
a ^ ^ M v i ^ i , f 後？ • 沙 喻 遍 i 
<f.\疾I仗/务J太;） 上 ‘ 
〃 斯 为 决 都 乂 乃 2 
‘ / I 3 
‘ ；^尾 4 4 
‘ 稿 5 
C 2 ••奶 \ 灼斗絲 I ? ‘ - I t ( 戎 夕 A T 、 ， / 
’ - ‘ 一 t 一 主 2 
>)丄邊3、0 ,) ‘ A .卞从上 4 
轮1简湖、々？職#、見…？’甸政 I 
‘ < f j ^ 2 
趙 3 
'藍乂 1 4 
•氣械身/讀y 5 
• 竭 乂 爪 f s ^肩 多 夕 或 A ? 二$々人 2 
• , 麵 1 3 
I _ 免 砂 9 弟 一 氣 象 ^ 到 ( 是 \ 务帐’ 
� f � 丨 口 i . 
、、！1 历义氣，夕夕剩吞作丨“ 
\J 
A P P E N D I X C 
S U M M A R Y T A B L E S F O R 













































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































I '朽,g/z一 f� ^ � “ � . � � . . . 
、 ( “ 广 \ ^ V”" r " ^  , ^ . . . . . . . . ... 
f … 、 ？ / …！ J ‘ 1 . .‘ . , � , � 
‘�X卜’ . \ “，、�- V . . , 
‘ 、 ‘ . • . . r -- •-； , , . ‘ 
…一：• .'. "‘-.I ‘ ‘ 1 ‘ . •. 
‘ / ‘‘ , ‘ ‘ 
: - . \ ， , ‘ • • “ -〒：‘：„ •  • . „ , • 
,, . ：• . • ：•丨 ” . . ： • ‘ 
. 会 ‘ 
••i ‘ • 
/ •. 、 . ， I ,, '：•• 
, .. 
/ ‘ 
• • . • • . ‘ ‘ . I r' 
... . . . • . _ . _ • 、 • 
- , 々 • ： ‘ 
‘ • , 、 • ‘ ‘ 
“ . ‘ 
‘ I：., 
. I - •'  • 
- . , ‘ • -
：. • - • 、丨 ： 
... • ‘ 
-、 ‘. - • “ 
• • 丨 ‘. - • 
‘ . 
_ 一 . • 1 
- ‘ , ， . . ^ \ J 
. . . ., . . . ‘ ‘ 
“ • . . 二‘ . ..-
• - • ‘ 
‘’修• 、 “ . . • 、 ’ 丨 • 
'-：： .： II . . ) 
‘ . , . . • . _ : . - . ._ t • • ‘ • ； ： ‘ “ - . • , 」 . 
. ‘ .」•u.i . . • • … • • 
；.• ^. •； -r “ r • 
.。，. -T^  • • . . . . . . . . ‘ ‘ . .. ” 
•‘’ ， ：. • 
‘.：： ： .. •  . . . . . . , 
• . ' I " • ‘ 
. I . -
- • • ‘ ‘ . • . ： . -
..I ：； ； _ •: fi . , . • . . • • - •• 
.'： L "‘ ' -I. •.'，!• iv ‘ 丨 • • ••-•： .,• .. •• .. . . . ’ . . . ， ， . . . •• t . . ••• -
,：..r: hi, .’ •• •‘ . .. • . . ‘ • “ • • . - ••‘ 
f X/' . . • ‘ „ • • -
. ‘ ,ii - •.. >•，：._ . ‘ • -:,、.，.:’.'! J* .:,•:•——..、.’" i-i. ^ . • _ 
^ •； /� . ‘ . I. � : 、 � ‘ " J . ， . . . . . • f . ' ' .:'. • ... _ ‘ , . - • ... ‘ } 
, r � ‘ h ： . 广 . • • “ ：..... 
； , 、‘ ^ • ‘ . . ,,. 
袖 力 “ 、 . . " 、 ， . ： : 」 ? , . : . ; ： . 、 。 : : : 
CUHK Libraries 
I I I • 圓 國 l l l i 
� � � f i O S S 
